
Innovation Analytics is the data analysis arm of The Innovation Group, the 
premier provider of advisory services for the gaming and leisure industries. 

Data science is our answer to the convergence of bricks and mortar, digital 
marketing, and interactive gaming—a fundamental shift in how the global 
gaming industry works.

• We use quantitative methods to unlock key business 
insights in digital marketing and operating strategies.

• We harmonize all of your data sources: traditional casino, 
iGaming and social casino databases, amenity loyalty 
data, customer survey results, employee indices, and 
room block yield.

• We leverage your customer relationships to create a 
unified view of your entire organization through your 
existing data sources.

• We add new active customers to both your bricks and 
mortar and iGaming databases.

Innovation Analytics is led by Innovation Group Partner and President, Michael 
Soll, and Innovation Analytics Principals Anthony Mason and Matthew Konopka. 
The Principals have extensive experience in advanced statistical analysis, 
database marketing, strategic planning, and ecommerce for major gaming 
enterprises.
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Introducing: Innovation Analytics
Where Gaming Tradition Meets Gaming Technology



Data Science in Action: Direct Mail Experimentation

Innovation Analytics knows data, but you know your business. Together, we will equip your team with 
analytical tools that you can leverage in the future. Our deliverables include not only the insights, 
but also the analytical process used to derive results. Read on to see the data science approach that 
Innovation Analytics can bring to your organization. 

We all strive to motivate customers. With 
a more traditional promotional strategy, 
we see a conversion rate that goes up or 
down by adjusting every customer’s offer 
simultaneously. Some customers we motivate 
with effective promotional strategies; others 
do not respond to the one-size-fits-all 
approach. 

Every customer is different. While the 
promotional offer amount is a bullseye for 
some customers, it might be overspend for 
others. Further, there is untapped potential 
revenue in customers who might need more 
promotional enticement. We are wasting 
promotional dollars on some more easily 
motivated customers and missing revenue by 
not satisfying others. 

The traditional approach can benefit from 
more information. We want to pinpoint the 
exact promotional requirement for every 
customer. With that knowledge, we can tailor 
the promotional offering to the individual. But 
how do we figure out that magic number?

Traditional promotional strategies treat every customer 
as the same. Some customers respond (green); others do 
not (gray).

Offering the same promotion to every customer activates some 
customers (green) but is not enough to motivate others (gray) 
losing potential revenue.



To pinpoint customers’ individual promotional requirements, we randomly select a small sample of 
the customer database. We test varied promotional offer amounts on this small group to observe 
their behavior. Statistical analysis of the results allows us to segment customers with their detailed 
individual promotional requirements.

Using statistical sampling allows us to find the most efficient 
promo offer for each segment with just a few test cases.

The promotional spending is now 
highly efficient. From the sampling 
experiment, we know the lowest 
offer amount that will motivate 
each segment. Easily motivated 
segments receive a streamlined 
offer, saving promo spend; 
previously untapped revenue in 
more difficult to motivate segments 
is unlocked with targeted, more 
valuable promotional offers.

Knowing the promotional requirement of every segment streamlines 
our offerings to the exact amount that motivates each customer. 

The number of customers motivated by the promotional 
spend expands. A new efficient promotional strategy 
takes promotional overspend away from segments with 
lower promotional requirements where it is wasted in 
order to invest in more difficult to motivate segments. 
New revenue is unlocked, increasing profit.



Selected Qualifications & Experience

Michael Soll
msoll@theinnovationgroup.com

c. +1 407 808-2816

Anthony Mason
amason@theinnovationgroup.com

c. +1 702 497-9082

For more information on Innovation Analytics, please contact:


